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Online shopping is growing rapidly in Malaysia as a new way to shop due to the 
advancement of the internet. The convenience of onJine shopping rendering it an emerging 
trend among consumers, especially the young generation. Therefore, the purpose of this 
research is to identify the factors that influence online shopping spending among students 
in Unjversity Utara Malaysia. The specific objectives in this research include to identify 
how consumer socioeconomk characteristics and characteristics of the web as a sale 
channel such as security and time saving influence online shopping spending among UUM 
students. It also examined the influence of website characteristics towards online shopping 
spending. Primary data collection method in the fonn of self-administrated questionnaire 
and multistage sampling technique was used to collect the data. University students that 
currently pursuing their s tudies in University Utara Malaysia were selected as the subject 
of analysis. 304 out of 400 sets of questionnaires distributed were valid for analysed using 
SPSS version 22. Independent sample t-test, Pearson ' s correlation analysis and multiple 
regression analysis were used to test hypotheses and detennine the significance and degree 
of relationship between dependent and independent variables. TI1e results and findings 
show that in terms of gender, female make online purchased more than male and in tenns 
of age, higher age group make more online purchased compared to lower age group. For 
the allowance, respondents who have higher allowance spend more on online shopping 
compared to respondents who have lower allowance. Moreover for security, time saving 
and website design variables, there was found to be significant and positive relationship 
with consumer spending. Security is the most relatively powerful independent variable in 
influencing consumer spending towards online shopping. The study recommended that 
various risk reducing strategies should be developed by online retailers because 
consumers are more likely to make online purchases if they feel their security and privacy 
provided by online vendors are adequate. Another recommendation is that further research 
could examine variant groups of online consumers in other contexts, for example sample 






















Melalui perkembangan Internet, pembelian di atas talian semakin berkembang pesat di 
Malaysia sebagai cara barn untuk membeli-belah. Kemudahan membeli-belah di alas 
taliau menjadi trend yang semakin meningkat di kalangan pengguna, terutamanya 
generasi muda. Oleh itu, tujuan penyelidikan ini adalah untuk mengenalpasti faktor-faktor 
yang mempengaruhi perbelanjaan di alas talian dalam kalangan pelajar di Universiti Utara 
Malaysia. Objektif khusus dalam kajian ini adalah untuk mengenal pasti bagaimana ciri-
ciri sosioekonomi pengguna dan ciri-ciri web sebagai saluran jualan seperti keselamatan 
dan penjimatan masa mempengaruhi perbelanjaan mernbeli-belab di atas talian di 
kalangan pelajar UUM. Kajian ini juga mengkaji pengaruh ciri-ciri laman web terhadap 
perbelanjaan membeli-belah di atas talian. Kaedah pengumpulan data primer dalam 
bentuk soal selidik dan teknik pensampelan berganda digunakan untuk meogumpul data. 
Pelajar universiti yang sedang mengikuti pengajian di Universiti Utara Malaysia dipilih 
sebagai subjek analisis. 304 daripada 400 set soal selidik yang diedarkan sah untuk 
dianalisis dengan menggunakan SPSS versi 22. Sampel bebas t-test, analisis korelasi 
Pearson dan analisis regresi berganda digunakan untuk menguji hipotesis dan menentukan 
kepentingan dan tahap hubungan antara pembolehubah bergantung dan tidak bergantung. 
Keputusan penemuan menunjukkan bahawa dari segi jantina, wanita membuat pembelian 
dalam talian lebih banyak berbanding Jelaki dan dari segi umur, kumpulan umur yang 
lebih tua membuat lebih banyak pembelian dalam talian berbanding dengan kumpulan 
umur yang lebih muda. Bagi elaun, responden yang mempunyai elaun lebih tinggi lebih 
banyak berbelanja dalam talian berbanding responden yang mempunyai elaun yang lebih 
rendah. Tambahan pula keselamatan, penjimatan masa dan reka bentuk laman web, 
mempunyai hubungan yang signifikan dan positif dengan perbelanjaan pengguna. 
Keselamatan adalah pemboleh ubah bebas yang paling kuat dalam mempengaruhi 
perbelanjaan pengguna ke arah membeli-belah di atas talian. Kajian ini mencadangkan 
bahawa pelbagai strategi pengurangan risiko yang berbeza perlu dibangunkan oleh 
peruncit dalam talian kerana pengguna lebih cenderung untuk membuat pembelian dalam 
talian jika mereka merasakan keselamatan dan privasi yang disediakan oleh vendor dalam 
talian adalah terjamin. Satu lagi cadangan adalah penyelidikan Janjut dapat mengkaji 
kumpulan pengguna dalam talian yang berbeza dalam konteks lain, contohnya orang 
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1.1 Background of the Study 
E-commerce and online shopping has become a very important industry serving customers 
all over the world and has experienced rapid growth in the last few decades. According to 
Kearney, A. T. (2015), retail e-commerce has grown nearly to US$840 billions in 2014 
surpassing the sales of US$695 billions in year 2013 and it was estimated to increase to 
US$ l 506 billions in 20 I 8. The continuous sales increment indicated that e-commerce has 
huge market potential. Almost all the leading brands in the world use the best e-commerce 
brands to promote and sell online. Apa11 from customer engagement, the growth of the 
biggest e-conunerce companies in the world are driven by high value funding by venture 
capitalists and investors, as they see a huge potential in online selling in the future. Some 
of the lop world ecommerce companies in 2017 according to E-commerce Europe include 
Amazon, Alibaba, eBay, Rakuten, Zalando, GroupOn, Flipkart and Asos. Amazon stands 
at the helm of the e-commerce world with highest revenues. It is the first largest company 






















Fl1iJk.C1 l 1 1.S 
Ciroup0n 1 3.1 
?;i l;indo 1 3.3 
Rakut r-n . 6.3 
P bt1y - 8.6 
Alibaha - 12.3 
Am;,zon 107.0 
Figure 1.1 
Largest e-commerce companies (inventory, revenue generated, number of employees), 
billions of USD 
E-commerce has been growing rapidly because of the advantages associated with 
buying on the internet especially due to the lower transaction and search cost as compared 
to other types of shopping. Through online shopping consumers can buy faster, more 
alternatives and can order product and services with comparative lowest price. (Cuneyt 
and Gautam 2004). The internet has changed the way consumers buy goods and services 
throughout the world. Traditionally, consumers would visit a conventional retail outlet 
and look for the required product, comparing the alternative products available in the 
outlet, ask the seller for his or her recommendations and then, would finally purchase it 
by paying at the counter. However this position has changed drastically with the 
emergence of 'online shopping' throughout the world. Moreover, many organizations 
have started to use the internet as a platform for selling their products as it allows them to 
cut the marketing costs, thereby reducing the price of their products being sold. This has 
become a global phenomenon, and it allows the organization to stay ahead of others in the 






















ln Malaysia, the slump in spending capacity is consistent with the global financial 
crisis. For a middle-income economies like Malaysia, it is reasonable for the citizens to 
restrain their spend ing, especially when the Malaysian currency has confronted a steep 
fall since 2013 (Lim, Y. J. et al., 2016). Yet, this condition is not upsetting few industries 
including onJine businesses and foreign direct investments into our count1ies. The global 
economy crisis could drive companies and entrepreneurs into online marketing as it is the 
cheapest way for advertising and reach out the vast customer base in short period of time. 
According to retail consulting firm Retail Group Malaysia (RGM), as consumer hold on 
tighter to their wallets and purses surrounded by a slowing economy, on.line shopping is 
expected to be more prominent in the Malaysian retail scene with more brick and mortar 
retailers offering online shopping facilities to consumers. As in many other countries 
around the world, the trend of online shopping is gaining a sizeable market share in the 
Malaysian retail space (Star Biz 6 Nov 2017). 
Malaysia is a very attractive market for e-commerce in Southeast Asia with its 
dynamic economy and developed infrastructures for digital technologies. Well-
established as one of the most dynamic digital ecosystems in Southeast 
Asia, the Malaysian e-conunerce market is growing fast. It is growing both in tenns of 
scale and scope which are sales volumes and numbers of on line shoppers as well as in 
tenns of categories of products being bought online. Though leading actors are already in 
place, new national and foreign companies are pushing their way into Malaysia's 
attractive market. According to Malaysian Communication and Multimedia Commission, 
more Internet users participated in online market place as consumer. In 2016, 48.8% has 






















l O e-commerce websites in Malaysia estimated by monthly traffic in Febrnary 20 l 8 are 
Lazada, 11 street, Shoppe, Lelong, Carousell, Zalora, Qoo l 0, eBay, Pave and Henno. The 
estimated monthly traffic from the top IO e-commerce websites shows the strong 
domination of Lazada over the Malaysian market with an estimated 45 million visitors per 
month. 11 street and Shopee come second and third around 12-13 million, with Lelong in 
fourth at 9 million, way ahead of the rest of the pack below 3 million visitors per month. 
With the emerging field of online shopping, the interest of marketers is also 
increasing in studying what actually motivates consumers to shop online. Fierce 
competitions among online sellers have forced them to gain the competitive edge in the 
field of online shopping. ln order to gain competitive edge in the market, marketers need 
to know the consumer behaviour in the field of online shopping. Online shopping is used 
as a medium for communication and electronic commerce and it is more convenience and 
increasing its popularity day by day. Through electronic marketing and internet 
communication, business fams are coordinating different marketing activities such as 
market research, product development, infonn customers about product features, 
promotion, customer services, customer feedback and so on. Therefore Marketers have 
carefully analysed the consumers' attitude and behaviour towards the on line shopping and 






















1.2 Problem Statement 
Although more Malaysians tum to the internet lo purchase goods and services, E-
commerce tops the sector with the most complaints received by the National Consumer 
Complaints Centre (NCCC) for two consecutive years (New Straits Times, 4 Jun 
2017). The e-commerce sector continues to top the list of complaints by Malaysian 
consumers, with the National Consumer Complaints Centre (NCCC) finding that an 
increasing number of Malaysians are falling victim to an unethical on line sellers. Not only 
benefits but also risk is associated with online shopping. One of the critical argwnents 
here is despite of top complaints received regarding e-commerce, why consumers are still 
making on line purchases? What are the factors which influence consumers to shop on line? 
As Online shopping is a new medium so the consumer behaviour in the field of 
online shopping is also pretty diverse in nature as compared to the traditional consumer 
behaviour, therefore it is important to identify factors that influence consumers to shop 
online. Other than the factors which influence consumers to shop online, consumer 
socioeconomic characteristics in tenns of age, gender, income and previous online 
shopping experience is equally important. In order to reach towards purchase decision, it 
consists of several factors which influence consumers to shop online. These factors are 























1.3. Research Questions 
To fulfil the aim and the purpose of the study, tbe research question has been formulated 
by relying on the background and the problem statement as following: 
L How consumer socioeconomic characteristics influence online shopping 
spending? 
II. To what extent do the characteristics of the web as a sale channel influence 
consumer online shopping spending? 
111. How website clrnracteristics influence consumer online shopping spending? 
1.4. Research Objectives 
The objectives of this study includes: 
I. To identify how consumer socioeconomic characteristics influence online 
shopping spending among UUM students. 
JI. To investigate to what extent do the characteristics of the web as a sale channel 
influence consumer online shopping spending among UUM students. 
Ill. To examine how website characteristics influence consumer online shopping 
spending among UUM students. 
1.5 Significance of the Research 
The study was done in order to provide an understanding of the influencing factors 
affecting a consumers' decision before they making an online purchase transaction. The 






















adding knowledge to the research area of on.line shopping and e-commerce in Malaysia 
by providing an up to date assessment of the sector. 
1.6 Scope of the Study 
The scope of this study are only three factors that influenced online shopping spending 
which are demographic characteiistics, characteristics of the web as a sale channel and 
website characteiistics being studied. Moreover, the targeted respondents for this study 
consists of UUM students. The targeted respondents were majorly consist of a young 
generation since in UUM the undergraduate students are in the range of 20 years old to 25 
years old. 
I. 7 Limitations of the Study 
It is necessary to recognize the limitations of the current study. Firstly there are others 
factors that could have affected the consumer spending on online shopping but were not 
included because of time constraints such as price, delivery service, product quality and 
mode of payment. The accuracy of the results may not be accurate. By using questionnaire 
as data gathering tools, the respondents may not answer the questions exactly according 
to what they think and behave. The accuracy of the results depended on the willingness of 
the respondents to fill the questionnaire honestly and return them. In addition, most of the 
respondents' age are from 21 years old to 25 years old and most of them are full time 
students in UUM who have limited purchasing power, the research findings are not 

























This section starts with the literature review of online shopping and continue with 
consumer socioeconomic characteristics, characteristics of the web as a sale channel and 
website characte1istics that influence online shopping spending .Moreover, theories 
behind consumer behaviour are also presented regard ing identification of the influencing 
factors. 
2.2 Online Shopping 
With the emergence of the Internet, Internet-based e-commerce had developed and this 
environment provide individuals to reach infom1ation about products and services easily. 
Moreover, commercial organisations have moved to incorporate the World Wide Web 
into their promotional campaigns, and by offering the facility of online purchasing and 
like many other innovations 'online shopping' has become a part of our lives. 
Online shopping is basically a process of selling and buying of goods and services 
on World Wide Web. As (Forsythe and Shi, 2003) explains that Internet shopping has 
become the fastest growing use of the Internet. Most online consumers, however, use 
infom1ation gathered online to make purchases off-line. It is no secret that businesses main 
goal is to sale and sale is provided for consumers. Therefore, for commercial activities, 
analysing consumers' behaviours is crucial (Deaton and Muellbauer, 1980, Solomon, 
2006) and since there is no face to face interaction in online businesses, it becomes more 






















Chang, et al. (2005) studied on categorisation of variables which drive online 
shopping activity. According to their study, features are divided into three main 
categories. First one is perceived characteristics of the web sale channel which include 
security, advantage, service quality, trust; second category is web site and product 
characte1istics which are 1isk reduction measures, web site features and product 
characteristics; and the last category clarified by authors is consumer characteristics. 
Consumer characteristics are driven by various types of features, consumer shopping 
orientations, demographic variables, computer, internet knowledge and usage, consumer 
innovativeness and psychological variables. 
2.3 Factors influencing online shopping spending 
Though there are several factors that influence consumers to shop online, but as mentioned 
above researchers have selected three factors after reading literature in the field on 
consumer attitudes towards online shopping and these factors are discussed below in the 
light of previous literature. 
2.3. 1 Consumer socioeconomic characteristics 
In on.line shopping studies, most of the studies are conducted on young adults because of 
their familiarity with JCT (Lester et al., 2005). Kau, et al. stated that (2003) traditional 
shopping mostly have been chosen by older individuals ( 40 years old and above). 
Researches about young adults are also helpful to predict future consumer behaviour 
easier. Young adult generation have more options with respect to other generations and 
they are more conscious, give their decision by themselves, they choose what they prefer 
easily. Younger individuals usually have interest in using new technologies to search for 






















risky environment by older individuals since older people have less knowledge about the 
Internet and new technology and they also insist to try products before purchasing. 
Both gender group gets familiar with using the Internet however it is stated by 
Rodgers and Harris (2003, cited in Hasan, 201 0) that men are more familiar with online 
shopping and make online purchases. Men are more familiar with using technology and 
their interest is bigger than women. Nowadays this gap started to decrease and it has found 
tJ1at 'an increasing number of women use the Internet' (Hernandez, et a l. , 201 I). 
Furthermore, individuals with lower income tend to approach online shopping 
activity more cautious and find this medium as a riskier place since their tolerance for 
financial loses are lower with respect to consumers with higher income. However, once 
users have an experience their attitude is not affected by their income (Hernandez, et al, 
2011 ). Part of the income are spent mandatory requirements of life and the remaining can 
be spent freely. Individuals can only use this remaining part how they want to. Moreover, 
it is also concluded by Lohse et al. (2000) that households with higher income would have 
positive approach with the possession oftJ1e Internet access. 
Demographic factors become important when individuals face with new things. 
Hernandez et al. (20] I )'s comprehensive study regarding socio-economic characteristics 
of consumers (age, gender and income) moderating effects on onJine shopping behaviour 
reveals that these characteristics do no moderate experienced on line shoppers' behaviour. 
When consumers become experienced in online shopping their behaviour become more 
similar and socio-economic characteristics do not differ, their behaviour differ 
significantly in initial purchases since it has been found that demographic factors such as 






















2.3.2 Characteristics of the web as a sale channel 
2.3.2.1 Security 
Security was a critical successful factor for e-commerce. Retail e-commerce would fail if 
internet users feel on lacking a great degree of confidence (Kesh, et aL, 2002). Transaction 
security on the online shopping has received attention. Safe and secured transaction of 
money and credit card information increases hust and decreases transaction risk. 
According to Bhatnagar and Ghose (2004) Security is one of the attribute which limits 
buying on the web as they claim that there is a large segment of internet shoppers who do 
not like to buy online because of their thinking about the security of their sensitive 
information. Cuneyt and Gautam (2004), claims trust in the internet shopping with 
advanced technology, and frequent online shopping to the internet being secured as a 
trustworthy shopping channel. The primary reason indicate that most buyers who did not 
shop online are because they afraid to reveal personal credit card infonnation to retailers 
or over the internet. 
A major reason why many consumers do not want to shop online are because of 
the fear of fraud or theft with credit card purchases, the fear of hackers and buying from 
dishonest sellers (Rudansky-KJoppers, 2014). Although security tips are provided in most 
cases, this remains a definite disadvantage of online shopping. Guo, et al. (2012) 
developed a model of factors influencing online shopping satisfaction in China. They 
identified security factors are positively related to consumer satisfaction when buying 
online. Security refers to the website's ability to protect the customer's personal 
infonnation collected during electronic transactions from unauthorised use of disclosure. 






















important reasons for purchasing merchandise on the Internet. The students most often 
identified lack of security in transmitting credit card infomrntion, cannot try on 
merchandise, hassle to return merchandise, cannot see the merchandise, high cost of 
shipping, and slow delivery time of merchandise as the most important disadvantages of 
online purchasing 
According to a study by Warrington, et al. (2000), factors which may imply 
trustworthiness of the seller prior to an exchange are referred as a signal. Their study 
indicate that signal such as product guarantees, secured web site transactions, and 
alternative ordering processes are important for initiating the relationship through the 
promise of trust in Internet Marketing. According to l(jm and Benbasat (2003), Jack of 
trust is the key impediment to further proliferation of Internet shopping. Their research 
identifies certain trust related arguments like "Credit card shopping may not be safe", "My 
personal infonnation may not be protected", "Information Transmission may not be 
secure" and "A store may request unnecessary infonnation about customers" . 
2.3.2.2 Time saving 
Time savings is one of most influencing factors of online shopping. Browse or search an 
online catalogue can save time and patience. People can save time and can reduce effort 
by shopping online. According to Rohm and Swaminathan (2004 ), one possible 
explanation that online shopping saves time during the purchasing of goods and it can 
eliminate the traveling time required to go to the traditional store. Unexpectedly time 
saving is not the motivating factor for the consumers to shop online because it takes time 
receiving goods or delivery. But time saving factor can be seen through different 






















the web in less time than it takes to visit the country and shop there". (Sultan and Uddin, 
2011). 
Morganosky and Cude (2000) have concluded that time saving factor was reported 
to be primary reason among those consumers who have already experienced the onJine 
grocery buying. So the importance of the time saving factor cannot be neglected as 
motivation behind online purchasing. Additionally Goldsmith and Bridges (2000) 
emphasize that there is a discrimination between online shopper and not onJine shoppers, 
online shoppers are more worried about convenience, time saving and selection whereas 
non online shoppers are worried about security, privacy and on time delivery. Alreck and 
Settle (2002) found that internet shopping was viewed as saving more time than traditional 
ways of shopping and hence it is considered as attractive. Shoppers do not have to take 
the time to travel to a store, drive through heavy traffic, or stand in long queues to pay. 
They also do not have to restrict their shopping to business hours since online shops are 
open 24 hours a day. Compared to physical shopping, browsing online can a lso be done 
much quicker. lt allows customers to quickly compare similar products and prices through 
visiting multiple stores onJine. In this way, they can buy the product with the best price or 
quality (Rudansky-K.Joppers, 2014). 
2.3.3 Web-site characteristics 
2.3.3.1 Web-site design 
Website design and onJjne shopping activity is one of the important influencing factors of 
online shopping. Website design, website reliability, website customer service and 
website privacy are the most attractive features which influence the perception of the 






















that the higher website quality, the higher consumer intends to shop from internet. Web 
design quality has important impacts on consumer choice of electronic stores, stated by 
Liang and Lai (2000). Website design is one of the important factor motivating consumers 
for online shopping. Almost I 00,000 on-line shopper's surveyed by (Reibstein, 2000) 
shows that web site design was rated as important factor for online shopping. Another 
study conducted by Zhang, et al ( 1999), indicated that website design features of the 
website are important and influencing factors that leads consumer's satisfaction and 
dissatisfaction with a specific website. 
Website design features can be considered as a motivational factor that can create 
positive or negative feelings with a website (Zhang, et al 1999). A study by Li and Zhang 
(2002), if website is designed with quality features it can guide the customers for 
successfu l transactions and attract the customers to revisit the website again. However, 
worse quality website features can also hamper online shopping. According to Liang and 
Lai (2000), web design quality or website features has direct impact on user to shop online. 
2.4 Consumer Perception Theory 
Consumer Perception Theory is any attempt to understand how a consumer's perception 
of a product or service influences their behaviour. This theory applies the concept of 
sensory perception to marketing and advertising. Just as sensory perception relates to how 
humans perceive and process sensory stimuli through their five senses. In addition, 
consumer perception pertains to how individuals fom1 opinions about companies and the 
merchandise they offer through the purchases they make. 
Childers et al. , (2001, cited in Haq, Z.U. 20 12) state that purchase of goods may 






















perceptions regarding the potential entertainment of internet shopping found "enjoyment" 
to be a consistent and strong predictor of attitude toward online shopping. Despite the 
increasing number of online users, products offered, and e-tailers trading, it has been 
extensively reported that there is considerable resistance amongst many Internet users to 
engage in online business to consumer transactions, primarily due to concerns about 
privacy, security and the trnstworthiness of the Internet (Aldridge et al., 1997; Chellappa 
et al., 2002;). Forrester (2000) found that many consumers consider that lack of security 
is the main inhibiting factor to adopting on-line purchase behaviour. Nevertheless, 
consumers rely deeply to the value a certain online shop offers to its prospective 
customers. 
Consumer perception theory is applied by merchants to determine how their 
customers perceive them. They also use consumer perception theory to develop marketing 
and advertising strategies intended to retain cunent customers and at1ract new ones 
(Menon & Kahn, 2002). Mathwick et al. (200 I) says that if consumers enjoy their online 
shopping experience, they have a more positive attitude toward online shopping, and are 
likely to adopt the Internet as a shopping medium. Likely, value perception is the part of 
the consumer perception theory that attempts to understand how consumers' perceptions 
of product influence their behavior. Generally, consumer perception theory is used for 
designing product or brand in marketing (Ravald & Gronroos, 1996). It is the perception 
of the online shoppers that online shop owners depend and then do some adjustments. 
Certain products are changed or modify.to a fonn which becomes attractive to consumers. 
This theory answers how the consumer perception affects the behaviour towards a product 























H 1-a: There is positive significant relationship between gender and consumer spending 
towards online shopping. 
Hl-b: There is positive significant relationship between age and consumer spending 
towards onJine shopping. 
H 1-c: There is positive significant relationship between allowance and consumer spending 
towards online shopping. 
H2-a: There is positive significant relationship between security and consumer spending 
towards online shopping. 
H2-b: There is positive significant relationship between time saving and consumer 
spending towards online shopping. 
H3: There is positive significant relationship between website design and consumer 






















2.6 Theoretical framework showing the determinants of online shopping spending 






Characteristics of the web 
as a sale channel 
• Security 
• Time saving 
Web-site characteristics 
• Web-site design 
Online shopping 
spending among UUM 
students 
Independent variable Dependent variable 
Figure 2.1 


























This chapter describes the research design of the study, the target population, methods of 
data collection, data collection procedure and the data analysis methods used. 
3.2 Research Design 
The research method used in this study is a descriptive type using quantitative survey 
method. This study attempted to describe and analyse the factors that influence online 
shopping spending among students in University Utara Malaysia. Specifically, this sought 
to answer the following: ( 1) the socioeconomic profile of the respondents; (2) the 
characteristics of the web as a sale channel in terms of security and time saving influence 
on online shopping; and (3) the websites characteristics influence on online shopping 
among the respondents. As such, it is also a correlational research in an attempt to 
detennine the extent of a relationship between two or more variables using statistical data 
and analysis. The scope is to find out the relationships between or among variables by 
interpreting data, looking for trends and patterns in data. It is not the aim of this study to 
establish cause and effect for them. As such, there is no manipulation of variables at all. 
· Data, relationships, and distributions of variables are collected, observed and analysed 






















3.3 Sample and Sampling Procedures 
The targeted respondents for this study consists of UUM students. The targeted 
respondents were majorly consist of a young generation since in UUM the undergraduate 
students are about the age of 20 years old to 25 years old. This study uses the multistage 
sampling technique to take the sample. At the first stage, researcher list the route in UUM 
as UUM have four main route which are route A, B, C and D. After the route had been 
listed, the student residence hall had been listed according to each route. One residence 
hall for each route was selected randomly. After one residence hall for each route had been 
selected randomly, the researcher list the block of student residence hall and separate it 
between female block and male block. The block was randomly selected and after the 
block was selected, researcher randomly select the floor to distribute the questionnaire to 
each room in selected floor. There was approximately 100 questionnaire was distributed 























List of route, student residence hall, block and floor 
Route student residence hall Block Floor 
A Tradewinds A (Male) 1 
Proton B (Female) 2 
Mas C (Female 3 
TNB D (Male} 4 
Mavbank 
B GRANTT A (Female) 1 
TM B (Female) 2 
Petronas C (Female) 3 
MISC D (Female) 4 
BSN E (Female) 
~Darby F (Female) 
G (Male) 
H (Male) 
C Bank Muamalat A (Female) 1 
Ya¥asan Al-~ B (Female) 2 
C (Female) 3 
o (Female) 4 
E (Female) 5 
F (Male) 
G (Male) 
D SME Bank A (Female) 1 
Bank Rakyat B (Female} 2 
C (Female) 3 
D (Female) 4 





The main instrument for this study is a self-administered questionnaire for primary data 
collection to answer the research questions and objectives pertaining to consumer 
spending on online shopping. The questionnaire is available in both English and Malay 
language for flexibility reasons especially to cater respondents with minimal English 
proficiency. The questio1maires are carefully selected from previous literatures, Liu et al. , 






















Some of the questionnaires are adapted to suit the context of this survey so as to meet the 
requirements and objectives of the research. 
The questionnaire consists of 18 questions. Demographic questions were asked to 
respondents in the first part of the questionnaire which are section A, including the gender, 
age, education level, coll ege, nationality, race and monthly allowance. The second par1 
(Section B) of the questionnaire, were asked about online shopping expe1iences. The 
second part of the questionnaire include frequency of online shopping, total hours per day 
surfing the internet, total spending on online shopping per month, familiar websites, 
security, time saving, websites design and consumer spending. Questions on security, time 
saving, websites design and consumer spending variables were measured on a 5-point 
Likert scale. The questionnaire ranged from l = strongly disagree, 2 = disagree, 3 = 
neutral, 4 ;:::: agree to l = strongly agree. The question in the second part include the 
screening question. If the respondents does not have experienced on onl ine shopping, they 
need to skip the questions in second part and only answer the question in the third part 
(Section C). Section C of the questionnaires were asked about the reasons for not buying 
online. 
Section A - Demographic profiles 
This section examines how socioeconomic characteristics could influence the consumers' 
spend ing towards online shopping. Although there are a lot of questions regarding 
demographic profiles were asked to the respondents, but only 3 question that could be 






















Section B - Factors influencing consumers' spending towards online shopping 
This pa11 of the questionnaire will cover the questions relating to factors influenc ing 
consumers' spending towards on line shopping. Question for security variable consist of 4 
sub questions which are "I feel secure giving out credit card i11fom1ation at the website", 
"The website has adequate security features", "I feel safe in my transactions with the 
website" and ''I feel I can trust the website". For question about time saving, respondents 
were asked 5 sub questions which consist of "Shopping over the internet would allow me 
to do shopping more quickly", ''Online shopping takes less time to purchase", "Online 
shopping takes less time in evaluating and selecting a product", "Online shopping does 
not waste time" and "I can shop whenever I want" . 
Furthennore, questions about website design consist of 4 sub questions which are 
"The start page leads me easily to the infonnation J need", "I like the layout of the 
website", 'The website is user friendly" and "The website provides me with quality of 
information". Moreover, respondent need to answer 3 sub questions for quest ions related 
to consumer spending which are ' 'I spend a lot of money shopping on line, ·'My cho ice to 
purchase online was a wise one" and"] am satisfied with my recent purchased online" . 
3.5 Data Collection 
Primary data collection method in the fonn of self-administrated questionnaire js chosen 
to collect inputs from respondents. Respondents are required to answer all questions in the 
questionnaire. Hardcopy questionnaire was printed and distributed to the respondents to 
collect the primary data for analysis. There were altogether 400 questionnaire distributed 






















collected, the data was manually keying in the SPSS for Cronbach 's alpha, Factor analysis, 
Independent sample t-test, Pearson correlation analysis and multiple regression analysis. 
3.6 Data Analysis 
The data collected from the questionnaire is analysed by using Statistical Package for 
Social Sciences (SPSS for Windows version 22). Four main analyses are perfo1med which 
are descriptive analysis, Independent sample t-test, Pearson's correlation analysis and 
multiple regression analysis. First of all, descriptive analysis is conducted on the data 
collected by using analytical tools such as frequency and percentage. According to Cao et 
al., (2005) in Tan S.H et al (201 ), descriptive analysis is showing what happened for a 
particular sample at a particular time, which provides a clear picture of observed 
behaviour. Secondly, Independent sample I-test is used to test demographic variable with 
independent and dependent variable. Thirdly, a correlation analysis is conducted to 
investigate whether the selected variables (factors) affect the dependent variable 
( consumer spending). According to Cao et al., (2005) in Tan S.H et al (201) correlation 
analysis can be used to explore the strength or degree as well as direction (positive or 
negative) of the relationship between independent and dependent variables. Hence, 
Pearson Correlation is used to achieve the purpose in this study. Lastly, multiple 
regression analysis is used to analyze tbe most relatively powerful independent variable 
in influencing consumer spending towards on]ine shopping. The relationship between 
dependent variables consumer spending and independent variables which are security, 






















Where CS denotes as consumer spending among UUM student, S denotes as security, TS 
denotes as time saving and WD denotes as website design. 
3.7 Validity and Reliability 
According to Fisher (2007) in Sultan and Uddin (2011 ), validity is the statements that are 
designed in real terms measure what is actually meant to measure. Factor analysis helps 
to detennine the interdependence amongst the various factors. KMO statistics and 
Bari lett ' s test of sphericity have been undertaken in this study. The KMO test of sphericity 
helps to detennine whether the sample was adequate to consider the data as normally 
distributed, and thus highlights whether the factor analysis is appropriate or not. Tbe 
Banlett's Test o f Sphericity was tested through Chi-Square in order to determine the data 
are suitable or not for data analysis. The reliability of a measure indicates the stability and 
consistency with wh ich the instrument measures the concept and helps to assess the 
'goodness' ofa measure (Cavana et al., 2001) Cronbach 's alpha was used in the reliability 
test fo r the five constructs. The value of Cronbach 's alpha coefficient 0.6 was used as a 
guideline in this research to ensure stability and consistency of the adopted instruments 























RES UL TS AND ANAL YSJS 
4.1 Introduction 
To answer research question and research objective of this study, several test need to run 
as mentioned in chapter 3 and this chapter is going to interpret and analyses all the result. 
As stated in the previous chapter, data was collected in the fonn of strnctured 
questionnaires and out of the 400 issued questionnaires, 304 respondents provided 
constructive feedback for the study. 
4.2 Demographic characteristics of the respondents 
This section presents the findings related to the demographic characteristics of the 
respondents. 
4.2.1 Gender of the respondents 
Table 4. 1 represents the classification of respondents by gender. 
Table 4.1 













The study found that the number of female respondents slightly higher than male 
respondents. Out of total 304 respondents who have answered the questionnaire, 198 






















4.2.2 Age of the respondents 
Table 4.2 represents the classification of respondents by age. 
Table 4.2 
Classification of respondents by age 
Frequency Percentage 
Age 21-25 years old 238 78.3% 
26-30 years old 53 17.4% 
31-35 years old 6 2.0% 
36-40 years old 4 1.3% 
Over 40 years old 3 1.0% 
Total 304 100.0% 
Majority age of the respondents was between 21 and 25 years representing 78.3% of the 
sample. There were 53 respondents with ages ranging between 26 and 30 translating to 
17.4% of the sample. 2.0% were aged between 31 and 35 years. In addition there were 4 
respondents with their ages falling between 36 and 40 years which represented 1.3% of 
the total sample. There was only 3 respondent who was above 40 years old. 
4.2.3 Education level of the respondents 
Table 4.3 represents the classification of respondents by education level. 
Table 4.3 
















The study found that majority of the respondents are in their bachelor's degree which 






















are in their master's degree and only 23 respondents which represents 7.6% of the total 
sample are in Phd 's degree. 
4.2.4 Semester level of the respondents 
Table 4.4 represents the classification of respondents by semester level. 
Table 4.4 
Class(fication of respondents by semester level 
Frequency Percentage 
Semester I 1 0.3% 
2 30 9.9% 
3 36 11.8% 
4 66 21.7% 
5 33 10.9% 
6 53 17.4% 
7 73 24.0% 
8 12 3.9% 
Total 304 100.0% 
Table above shows that most of the respondents are in semester 7 which consists of 73 
respondents (24.0%). Second highest are 66 respondents (2 I. 7%) who are in semester 4 
followed by 53 respondents who are in semester 6. There are about 11.8% of the total 
sample which represents 36 respondents from semester 3, 33 respondents from semester 
5, 30 respondents from semester 2 and 12 respondents from semester 8. Only I 






















4.2.5 College of the respondents 
Table 4.5 represents the classification of respondents by college. 
Table 4.5 
Classification o_{ respondents by college 
Frequency Percentage 
College COB 123 40.5% 
CAS 98 32.2% 
COLGIS 83 27.3% 
Total 304 100.0% 
The study found that 123 respondents (40.5%) are from COB, 98 respondents which 
represents 32.2% of total sample are from CAS and 83 respondents (27.3%) are from 
COLG!S. 
4.2.6 Nationality of the respondents 
Table 4.6 represents the classification of respondents by nationality. 
Table 4.6 













Table above shows that majority of the respondents are from Malaysia which make up 
about 96.4% of total sample which consist of 293 respondents. The rest of tllel I 






















4.2.7 Race of the respondents 
Table 4.7 represents the classification of respondents by race. 
Table 4. 7 
C!nssijication of respondents by race 
Frequency Percentage 
Race Malay 159 52.3% 
Chinese 88 28.9% 
Indian 49 16.1% 
Other 8 2.6% 
Total 304 100.0% 
In table 4.7, it shows that most of the respondents are Malay which comprises 52.3% or 
I 59 respondents, followed by Chinese, 28.9% or 88 respondents, Indian consist of 16.1 % 
or 49 respondents while 8 respondents or 2.6% are other races than mention before. 
4.2.8 Monthly allowance of the respondents 
Table 4.8 represents the classification of respondents by monthly allowance. 
Table 4. 8 
Classification of respondents by monthly allowance 




RM801 - 1200 
















The respondents ' monthly allowance in the range of RM40 I to RM800 was the highest in 
thi s study which made up 57.9% of the total respondents. This is because most of the 
respondents in this study are students who do not have high income as they are not 






















consists of 83 respondents (27.3%) and 5 respondents who are having monthly allowance 
in the range of RM801 to RM1200. Only 0.3% and 12.8% of the respondents have a 
monthly allowance ranging between RM 1201 to RM I 600 and above RM 1600 
respectively. 
4.2.9 Online shopping experiences of the respondents 
Table 4.9 represents the classification of respondents by Online shopping experiences. 
Table 4. 9 
Class(fication of respondents by Online shopping experiences 













Table above shows that out of 304 respondents, 279 respondents which represents 91 .8% 
of total sample have purchased products or services onJine while 25 respondents which 






















4.2.10 Frequency of ooline shopping of the respondents 
Table 4.10 represents the classification of respondents by frequency of online shopping. 
Table 4. 10 
Classification of respondents by frequency of on line shopping 
Frequency ofonline Frequently (once a week) 
shopping 
Regularly (at least once a 
month) 
Occasionally (once in 2-
4 months) 














The study found that out of total 304 respondents, 279 of them have online shopping 
experiences. Based on their experienced and routine of online shopping, they was asked 
about their frequency of online shopping. Majority of the respondents which consists of 
163 respondents or 58.4% make online shopping occasionally (once in 2-4 months). 85 
respondents or 30.5% of them purchase online regularly (at least once a month) which are 
the second highest. Only 0. 7% and I 0.4% of the respondents purchase 01lline frequently 






















4.2.11 Total hours per day respondents surfing the internet 
Table 4.11 represents the classification of respondents by total hours per day they surf the 
internet 
Table 4. 11 
Classification of respondents by total hours per day they swf the internet 
Frequency Percentage 
Total hours per day surfing 0-5 hours 59 21.1% 
the internet 
6-10 hours 170 60.9% 
11-15 hours 49 17.6% 
16-20 hours 1 0.4% 
Total 279 100.0% 
Based on the table above, majority of the respondents, 170 of them surf the i11temet from 
the range of 6 to IO hours per day which make up 60.9% of the total sample. This is quite 
a high number for surfing the internet as most of the respondents are students and they 
have more leisure time to surf the internet compared to a person who are working. 21. I% 
or 59 of the respondents surf the internet from the range of O to 5 hours and 17 .6% or 49 
of the respondents surf the internet about 1 l to 15 hours. Only l respondents surf the 






















4.2.12 Monthly spending on online shopping by respondents 
Table 4. I 2 represents the classification of respondents by total of monthly spending on 
online shopping 
Table 4. 12 
Classification of respondents by total of monthly spending on on/ine shopping 
Frequency Percentage 
Monthly spending RM0-RM50 5 5.7% 
on online shopping 
RMSI-RMI00 37 42.0% 
RM101-RM150 JO 11.4% 
RM151-RM200 31 35.2% 
Above RM200 5 5.7% 
Total 88 100.0% 
The study found that only 88 respondents who purchase online frequently (once a week) 
and regularly (at least once a month) eligible to th.is question. The highest spending by 
respondents per month on online shopping are in the range of RMS l to RM l 00 which 
consist of 3 7 respondent and 42.0% of the total sample. The second highest are 11 .4% or 
31 respondents spend in tbe range of RM 151 to RM200 followed by 10 respondents spend 
in the range ofRMl0l to RMJS0. Only 5 respondents spend in the both range ofRM0 to 





















4.2.13 Preference of online shopping website to shop by respondents 
Figure 4.1 represents the classification of respondents by preference of online shopping 
website to shop 
Figure 4.1 

























In case of the preference for online websites to shop at, the maximum number of responses 
(72.8%) is for 11 street. This is followed by Shopee (66.70%), Lazada (64.90%) and 
Lelong (29.70%). About 24.00% number of respondents for Mudah, 22.90% for 
Caraousell, 20.80% for Henno, 17 .6% fore-Bay and only a handful of responses are for 
Zalora. Moreover, 27.60% of the responses are for the 'Others' category, and the 
respondent have stated that they purchased products from Facebook, lnstagram and 






















4.3 Descriptive Statistics 
This section presents the descriptive statistics of the va1iables. 
4.3.1 Security 
Table 4.13 represents the descriptive statistics of security variable 
Table 4. 13 
The descriptive statistics of security variable 
N Mean Std. Deviation 
Item 
] feel secure giving out credit card 279 3.47 .738 
infom1ation at the website 
The website has adequate secmity features 279 3.68 .716 
I feel safe iu my transactions with the 
279 3.67 .733 
website 
I feel I can trust the website 279 3.63 .727 
Based on the table above, most of the respondents answer neutral for all the questions 
regarding security. It can be concluded that respondents feel security variable is an 






















4.3.2 Time Saving 
Table 4.14 represents the descriptive statistics of time saving variable 
Table 4. 14 
The descriptive statistics of time saving variable 
N Mean Std. Deviation 
Item 
Shopping over the internet would allow 279 4 .09 .709 
me to do shopping more quickly 
Online shopping takes less time to 
279 4 .04 .723 
purchase 
Online shopping takes less time in 
279 3.75 .780 evaluating and selecting a product 
Online shopping does not waste time 279 4.03 .722 
I can shop whenever l want 279 4.06 .704 
For the questions related to time saving, only question for "Online shopping takes less 
time in evaluating and selecting a product" have rneari 3.75. It means that most of the 
respondents answer neutral for this question. For the other questions, most of the 
respondents answer agree as the mean value shows the range from 4.03 to 4.09. 
Respondents generally found that time saving is an important factor in influencing 






















4.3.3 Website design 
Table 4 . 1 5 represents the descriptive statistics of website design variable 
Table 4. 15 
The descriptive statistics of website design variable 
N Mean Std. Deviation 
Item 
The start page leads me easily to the 279 3.91 .651 
information J need 
I like the layout of the website 279 3.91 .665 
The website is user friendly 279 3 .90 .658 
The website provides me w ith quality of 
279 3.88 .676 
infonnati on 
Consumer spending on online shopping can be affected by website features as well. It has 
found that most of the respondent answer neutral for the questions regarding to website 
design. Respondents look at the layout of the website, lead easily to the information they 
need, user friendly and provides them with quality inforn1a tion as an important item 






















4.3.4 Consumer spending 
Table 4. I 6 represents the descriptive statistics of consumer spending variable 
Table 4 . 16 
The descriptive statistics of consumer spending variable 
N Mean Std. Deviation 
Item 
279 2.76 .802 
I spend a lot of money shopping online 
My choice to purchase online was a wise one 279 3.66 .706 
I am satisfied with my recent purchased online 279 3.87 .715 
Based on the table above, the mean for the question " I spend a lot of money shopping 
on line" was only 2. 76. It means that most of the respondents disagree regarding on 
spending a lot on online shopping. This is because most of the respondents are 
undergraduate students who are still studying and do not working, so they do not have 
income to spend a lot on online shopping. However, from this this table it shows that 
respondent are satisfied with their recent purchase and feels that their choice to purchase 






















4.3.5 Reasons for not buying online 
Table 4.17 represents the descriptive statistics of reasons for not buying online variable 
Table 4. 17 
The descriptive statistics of reasons for not buying on line variable 
N Mean Std. Deviation 
Item 
I prefer to touch and feel the product at the shop 25 3.96 .978 
before buying it 
I am wonied about giving out my credit card 25 4.64 .490 
number when making online purchases 
I do not like providing personal infonnation for 25 4.60 .500 
online purchases 
I find the process of on line shopping is complex 25 3.64 .860 
I do not know how to make online purchases 25 3.28 .891 
I do not feel safe making online purchases 25 4.68 .476 
According to the table, there are total 25 respondents who have not purchased online. Most 
of the respondents who are not purchased online feels that online shopping are not safe 
and there are wonied about giving out their credit card number and personal information 
to make online purchases. The mean for this three question was the highest which are 
4.68, 4.64 and 4.60. It means that respondents are afraid in tenn of security features 
regarding 011line shopping. Furthennore, respondent prefer to touch and feel the product 
at the shop before buying it, the process of online shopping is complex and do not know 






















4.4 Reliability Test 
The reliability of a measure indicates the stability and consistency with which the 
instrument measures the concept and helps to assess the' goodness' of a measure (Cavana 
et al., 200 I) Cronbach's alpha was used in the reliability test for the four constructs. The 
va lue ofCronbach 's alpha coefficient 0.6 was used as a guideline in this research to ensure 
stability and consistency of the adopted instruments (Hair et. al., 2006). The result of 
reliability test from this research indicated that the Cronbach 's alpha coefficient for all the 
four construct are above 0.60. Cronbach's alpha coefficient for all the four construct 
ranged from the lowest of 0.784 (consumer spending), followed by 0.947 (time saving), 
0.954 (security) to the highest 0 .980 (website design) 
4.5 Validity test 
In order to detennine the factors influencing the online shopping spending, factor analysis 
was undertaken with the help of SPSS version 22 and the following interpretations were 
concluded. 
Table 4.18 
KMO and Bartlett ' s Test 
Kaiser-Meyer-Olk.in Measure of Sampling 
Adequacy 
Bartlett's Test of Sphericity 




























According to the KMO and Bartlett's Test table, the Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy value is 0.905 which is greater than 0 .50. This indicates that the 
sample was adequate to consider the data as nom1ally distributed, and the KMO test is 
highly significant. The Bartlett's Test of Sphericity was tested through Chi-Square which 
is found to have a value of 5948. 757 at 120 degrees of freedom, which is significant at 0% 
level of significance. We can conclude that, the factors that influence the online shopping 
spending are specific and correlated. Moreover, as the significance value is 0.00, p<0.05, 
it is conclude that the variables are correlated. 
In addition, based on the result of rotated component mattix using Varimax with 
Kaiser Nonnalization, it can be seen that all the questions are divided into four 
components, and each component stands for the variables identified in this research. Thus, 
discriminant validity of this research was concluded (Hair et al., 2006). The factor loading 
of all items are above 0.5, which verified the convergent validity of the data and means 

































I feel secure giving out credit 0.788 
card information at the website 
The website has adequate 0.837 
security features 
I feel safe in my transactions 
with the website 
I feel I can trust the website 
Shopping over the internet 
would allow me to do shopping 
more quickly 
Online shopping takes less time 
to purchase 
Online shopping takes less time 
m evaluating and selecting 
product 
Online shopping does not waste 
time 
I can shop whenever I want 
The start page leads me easily to 
the information I need 
I like the layout of the website 
The website is user friendly 
The website provides me with 
quality of information 














My choice to purchase online 0.849 
was a wise one 





























4.6 Pearson Correlation Coefficient Analysis 
To investigate to what extent do the characteiistics of the web as a sale channel (security 
and time saving) and to examine how website design influence consumer onJine shopping 
spending 
Table 4.20 
Pearson correlation coefficient 
Website Consumer 
Security Time saving design spending 
Security Pearson Correlation . 615 .. .623 • .595 .. 
Sig. (2-tailed) .000 .000 .000 
N 279 279 279 279 
Time saving Pearson Correlation .615 ... .606 .. .506° 
Sig. (2-tailed) .000 .000 .000 
N 279 279 279 279 
Website Pearson Correlation .623•• .606** .550 .. 
design 
Sig. (2-tailed) .000 .000 .000 
N 279 279 279 279 
Consumer Pearson Correlation . 595° .506° .550 .. 
spending 
Sig. (2-tailed) .000 .000 .000 
N 279 279 279 279 
**. Correlation is significant at the 0.01 level (2-tailed). 
The result of Pearson correlation analysis was represented in table above. From the result 
shown, security was found to be significant and positive relationship with consumer 
spending with a Pearson correlation coefficient of r=0.595 and the significance value is 
less than 0.001. This finding was consistent with Tariq & Eddaoudi (2009) who made a 
conclusion that there is a significant positive relationship between security and the desire 






















they are the ones who make the choice of the company from which they will buy. That is 
why the more people believe the Moroccan companies will provide and follow the security 
standards that will prevent them from piracy, the more positive intentions they will have 
toward buying online. Plus the respondents have shown a tendency to buy less as their 
perception of security importance increases. 
T ime saving was found to be significant and positive relationship with consumer 
spending with a Pearson correlation coefficient of r=0.506 and the significance value is 
less than 0.001. This finding was consistent with Jadbav & Khanna (20 16) who made a 
conclusion that one of the main influencing factors for online shopping was time 
consciousness in tenn s of saves time, requires less time, 24 hours accessibility and 
anytime shopping. Similar findings were made by Rohm and Swaminathan (2004) 
Website design was found to be significant and positive relationship with 
consumer spending with a Pearson correlation coefficient of r=0.550 and the significance 
value is less than 0.00 l . This finding was consistent with Li & Zhang (2002) who made a 
conclusion that website quality had demonstrated to significantly influence consumers 
online shopping attitudes and behaviour. Thus, better website quality can guide the 
consumers to complete transactions smoothly and attract them to revisit shopping 
websites. However, the findings were incompatible with conclusions made by Delafrooz 
et al. (20 I 0) in a study of.undergraduates' online shopping decisions w hich indicated that 
there was an insign1ficant association between website homepage design and attitude 
toward online shopping. A similar case was proven by Bauer, Reichardt, Barnes, & 
Neumann, (2005) who observed that website design does not have a significant 






















It can be seen that all of the va1iables show significant correlations. The highest r 
value of the Pearson correlation is 0.623, wltich represents the significance correlation 
between independent variables "website design" and "security". The lowest r value is 
0.506, which represents the correlation between independent variable "time saving" and 
dependent variable " consumer spending". All the associations represent positive signs 
which indicate positive direction of the associations among all the constructs tested. 
4.7 Independent Sample T-Test 
4.7.1 Relationship between gender and independent variables 
• Security 
From the table 4.21 and table 4.22, the result shows that there is a difference in mean for 
each of the question related to security for male and female. The mean for female is h igher 
than the mean for male in every question. In table 4.22, Levene's Test for Equality of 
Variances shows the significant value for each of the question. The significant value for 
all the question are less than 0.05, it means that all of this question not assumed equal 
vanances. 
For question "I feel safe in my transactions with the website" and " I feel I can trust 
the website" the significant value for equal variance not assumed are significant at 0.05 
while for question "I feel secure giving out credit card information at the website" the 
significant value for equal variance not assumed are significant a t 0 . I 0. Only one question 
that is not significant which is "The website has adequate security features". 
It can be concluded that, there is a difference in mean for each of the question 






















This is not include for question "The website has adequate security features" because the 
mean difference in this question for male and female are statistically not significant. 
Table 4. 2 1 
Group statistic between gender and security variable for every question 
Std. 
Gender N Mean Deviation 
I feel secure giving out credit card male 100 3.36 .823 
information at the website 
female 179 3.53 .68 I 
The website has adequate security male JOO 3.58 .867 
features 
female 179 3.74 .6 12 
I feel safe in my transactions with the male 100 3.54 .869 
website 
female 179 3.75 .635 
l feel I can trust the website male 100 3.50 .870 






















Table 4. 22 
Independent Sample T-Test between gender and security variable.for eve,y question 
Levene's Test 
for Equality of 
Variances t-test for Equality of Means 
Sig. (2-
F Sig. t df tailed) 
I feel secure giving out Equal va1iances 
7 
_
636 .006 - 1.86 I 277 .064*** 
credit card infonnation at assumed 
the website 
Equal variances -1.764 175.026 .079*** 
not assumed 
The website has adequate Equal va1iances 
25
_
697 .000 - 1.767 277 .078*** 
security features assumed 
Equal variances 
-1.606 155.137 .110 
not assumed 
I feel safe in my Equal variances 
25
_
668 .000 -2.297 277 .022** 
transactions with the assumed 
website 
Equal variances 
-2. l 06 158.872 .037** 
not assumed 





.000 -2.263 277 .024** 
Equal variances 
-2.065 156.823 .041** 
not assumed 
*significant at 0.01 
**significant at 0.05 
***significant at 0.10 























Table 4. 23 











Independent Sample T-Test betvveen gender and security variable 
Levene's Test for 
Equality of 
Std. Deviation 
.824 I 8 
.58180 
Variances t-test for Equality of Means 
F 
Security Equal variances assumed 17.823 
Equal variances not 
assumed 
Sig. df 
.000 -2.186 277 





The result above shows that there is a difference in mean for gender in the security 
variable. The mean for the female (M=3.680) is higher than the mean for male (M=3.500). 
In table 4.24, Levene's Test for Equality of Variances shows the significant value that are 
less than 0.05, it means that equal variances is not assumed. 
Moreover, the significant value (2-tailed) for the equal variance not assumed are equal 
to 0.05. lt means that there is a statistically significant difference. It can be concluded that, 






















• Time saving 
From the table 4.25 and table 4.26, the result shows that there is a difference in mean for 
each of the question related to time saving for male and female. The mean for female is 
higher than the mean for male in every question. In table 4.26, Levene's Test for Equality 
of Variances shows a significant value for each of the question. The significant value for 
all the question are more than 0.05, except for the question "Online shopping takes less 
time in evaluating and selecting a product". If the significant values is more than 0.05, it 
means that all of the question assumed equal variances. In contrast, the question that has 
significant value less than 0.05, the equal variances are not assumed. 
For question "Shopping over the internet would allow me to do shopping more 
quickly'', ''Online shopping takes less time to purchase" and "Online shopping does not 
waste time" the significant value are significant at 0.10. For question ' 'Online shopping 
takes less time in evaluating and selecting a product" the significant value is at 0.05. On ly 
question "l can shop whenever I want" that has significant value 0.0 I. lt can be concluded 
that, there is a difference in mean for each of the question related to security for male and 






















Table 4. 25 
Group statistic between gender and time saving variable for eve,y question 
Gender N Mean Std. Deviation 
Shopping over the internet would male JOO 3.98 .804 
allow me to do shopping more 
quickly female 179 4. 15 .646 
Online shopping takes less time to male 100 3.94 .802 
purchase 
female 179 4 .10 .671 
Online shopping takes less time in male 100 3.62 .826 
eval uating and selecting a product 
female 179 3.82 .745 
Online shopping does not waste male 
time 
JOO 3.92 .774 
female 179 4.08 .686 
I can shop whenever I want male 100 3.90 .772 




















Table 4. 26 
Independent Sample T-Test between gender and time saving variable.for eve,y question 
Shopping over the Equal 
internet would allow variances 
me to do shopping assumed 
more quickly Equal 
vanances 
not assumed 
Online shopping Equal 





Online shopping Equal 
takes less time in variances 
evaluating and assumed 
selecting a product Equal 
variances 
not asswned 
Online shopping does Equal 





I can shop whenever Equal 





*significant at 0.01 
**significant at 0.05 


























176.637 .09 I*** 
277 .044** 
























Table 4.27 and table 4.28 shows a combination of mean result from the time saving 
variable question. 
Table 4. 27 
Group statistic between gender and time saving variable 
Time saving 













Independent Sample T-Test ben-veen gender and time saving variable 




Levene's Test for 
Equality of 
Variances t-test for Equality of Means 
Sig. (2-
F Sig. df tailed) 
3.093 .080 -2.285 277 .023 
-2.158 172.877 .032 
From the table 4.27 and table 4.28 above, the result shows that there is a difference of 
mean in gender for time saving variable. The mean for female (M=4.060) is higher than 
the mean for male (M=3.872). In table 4.28, Levene's Test for Equality of Variances shows 
the significant value that are more than 0.05, it means that equal variances are assumed. 
Moreover, the significant value (2-tailed) for the equal variance are assumed are less than 
0.05. It means that there is statistically significant difference. It can be concluded that, the 






















• Website design 
From the table 4.29 and table 4 .30, the result shows that there is a difference in mean for 
each of the question related to website design for male and female. The mean for female 
is higher than the mean for male in every question. In table 4.30, Levene's Test for Equality 
of Variances shows the significant value for each of the question. The significant value 
for all the question are less than 0.05, it means that all of this question not assumed equal 
variances. 
Moreover, the significant value (2-tailed) for all the equal variance not assumed 
are more than 0.05. It means that there is no statistically significant difference. Jt can be 
concluded that, although there is a difference in mean for each of the question related to 
website design for male and female but the mean difference is not statistically significant. 
Table 4. 29 
Group statistic between gender and website design variable/or eve,y question 
The start page leads me easily to the 
information I need 
I like the layout of the website 
The website is user friendly 



























































Table 4. 30 
Independent Sample T-Test between gender and website design variable for every 
question 
Lmne's Test for Equality of 
Variances t-test for Equality of Means 
F Sig. gf Sig. (2-tailed) 
The start page leads me Equal variances assumed 13.630 .000 -1.614 277 .108 
easily to the infonnation I 
Equal rariances not assumed 
need -1.504 166.318 .134 
I like the layout of the Equal rarianccs assumed 10.171 .002 -.947 277 .345 
website 
Equal variances not assumed -.885 167.852 .37& 
The website is u~ friendly Equal rariaritts assumed 11.478 .001 -1.200 277 131 
Equal Yarianccs not assumed -1.119 166.481 .265 
The website pro\idcs me Equal rariances assumed 8.277 .004 -.955 277 .340 
with quality of information 
Equal Yarianccs not assumed -.900 172.041 .369 
Table 4.31 and table 4.32 shows a combination of mean result from the website design 
variable question. 
Table 4. 31 
Group statistic between gender and website design variable 
Gender N Mean Std. Deviation 
Website design male 100 3.8400 .74833 






















Table 4. 32 
Independent Sample T-Test between gender and website design variable 
Website design Equal vanances 
Levene's Test for 
Equality of 
Variances 
t-test for Equality of 
Means 
Sig. (2-
F Sig. df tailed) 
assumed 11.010 .001 -1.211 277 .227 
Equal variances not 
assumed -1.125 165.227 .262 
From the table 4.3 1 and table 4.32 above, the result shows that there is a difference of 
mean in gender for website design variable. The mean for female (M=3.937) is higher 
than the mean for male (M=3.840). In table 4.32, Levene's Test for Equality of Variances 
shows the significant value that are less tJian 0.05, it means that equal variances are not 
asswned. 
Moreover, the significant value (2-tailed) for the equal variance not assumed are 
more than 0.05. It means that there is no statistically significant difference. It can be 
concluded that, the difference in mean for male and female related to website design are 
not statistically significant. 
In conclusion, the difference in mean for male and fema le related to security and time 






















to website design are not statistically significant. Male and female respondent are more 
concern about secu1ity and time saving variables regarding online shopping spending 
compared to website design variable. 
4.7.2 Relationship between age and independent variables 
All the data regressed below is based on the age groups that have the majority number of 
the total respondents from the research conducted. The majority of the respondents (95%) 
come from the age group of 21 to 25 years old and 26 to 30 years old. 
• Security 
From the table 4.33 and table 4.34, the result shows that there is a difference in mean for 
each of the question related to secu1ity for age 21 to 25 years old and 26 to 30 years old. 
The mean for the age of 26 to 30 years old is higher than the mean for the age of 2 l to 25 
years old in every question. In table 4.34, Levene's Test for Equality of Variances shows 
the significant value for each of t11e question. The significant value for all the question are 
less than 0.05, except for the question " I feel secure giving out credit card information at 
the website". If the significant values are less than 0.05, it means that all of the question 
assumed not equal variances. While for the question that have significant value more than 
0.05, the equal variances are assumed. 
For question " I feel secure giving out credit card information at the website", "I 
feel safe in my transactions with the website" and "I feel I can trust the website" there are 
significant at 0. I 0. While for question "The website has adequate security features" it is 






















significant at 0.05 and 0.10 and it can be concluded that the difference in mean for each 
of the question related to security for age are statistically significant. 
Table 4. 33 
Group statistic between age and security variable.for every question 
age m 
categories N Mean Std. Deviation 
I feel secure giving out credit card 21-25 221 3.43 .745 
infom1ation at the website 
26-30 51 3.63 .720 
The website has adequate security 21-25 221 3.64 .747 
features 
26-30 51 3.84 .543 
I feel safe in my transactions with 21-25 221 3.63 .773 
the website 
26-30 51 3.80 .566 
I feel I can trust the website 21-25 221 3.59 .761 






















Table 4. 34 
Independent Sample T-Test between age and securi~y variable f or eve,y question 
J feel secure giving out Equal variances 
credit card information at assumed 
the website 
Equal variances not 
assumed 
The website has adequate Equal variances 
security features assumed 
I feel safe in my 
transactions with the 
website 
I feel I can trust the 
website 
*significant at 0.01 
**significant at 0.05 
***significant at 0.10 



















1.801 . 181 -1.758 270 .080*** 
-1.795 76.674 .077*** 
16.06 1 .000 -1.809 270 .071*** 
-2.201 98.912 .030** 
12.638 .000 -1.485 270 . I 39 
-1.797 98.049 .075*** 
10.753 .001 -1.513 270 .131 
-1.778 93.241 .079*** 























Table 4. 35 
Group sratisric between age and security variable 
age jn categories N Mean Std. Deviation 
Security 21-25 221 3.5735 .71308 
26-30 5 1 3.7598 .55218 
Table 4. 36 




Equal variances not 
assumed 
Levene's Test 







.003 -1.748 270 .082 
-2.04792.769 .043 
From the table 4.35 and table 4.36 above, the result shows that there is a difference of 
mean in age for security variable. The mean for the age of 26 to 30 years old (M=3.760) 
is higher than the mean for the age of2 l to 25 years old (M=3.574). In table 4.36, Levene's 
Test for Equality of Variances shows the significant value that are less than 0.05, it means 






















Moreover, the significant value (2-tailed) for the equal variance not asswned are 
Jess than 0.05. It means that there is statistically significant difference. It can be concluded 
that, the difference in mean for the age of 26 to 30 years old and the age of 21 to 25 years 
old related to security are statistically significant. 
• Time saving 
From the table 4.37 and table 4.38, the result shows that there is a difference in mean for 
each of the question related to time saving for age 21 to 25 years old and 26 to 30 years 
old. The mean for the age of 26 to 30 years old is higher than the mean for the age of 21 
to 25 years o ld in question "Shopping over the internet would al low me to do shopping 
more quickly" and " I can shop whenever l want". For the rest of the other questions, the 
mean for the age of 21 to 25 years old is higher than the mean for the age of 26 to 30 years 
old. 
In the table 4.38, Levene's Test for Equality of Variances shows the significant 
value for each of the question. The significant value for all the question are more than 
0. 10, it means that all of this question assumed equal variances. Moreover, the significant 
value (2-tailed) for all the equal variance assumed are more than 0.10. It means that there 
is no statistically significant difference. It can be concluded that, although there is a 
difference in mean for each of the question related to time saving for age 21 to 25 years 






















Table 4. 37 
Group statistic between age and time saving variable for every question 
age in categories N Mean 
Shopping over the internet would 21-25 
allow me to do shopping more quickly 
221 4.07 
26-30 51 4.14 
Online shopping takes less time to 21-25 221 4.04 
purchase 
26-30 51 4.02 
Online shopping takes less time in 21-25 221 3.75 
evaluating and selecting a product 
26-30 51 3.7 1 
Online shopping does not waste time 21-25 221 4.03 
26-30 51 4.00 
I can shop whenever I want 21-25 221 4.04 















I Table 4. 38 
I Independent Sample T-Test between age and time saving variable/or eve,y question 
I 
tevene's Test for 
Equality of variallCl!s t-test for Equallty of Means 
Sig. (2-
I 
51g. !!! talled) 
Shopping over the Internet would allow me to do shopping Equal variances assumed 1.011 .316 -.625 270 .533 
more quickly 
Equal variances not assumed -.684 83.830 .496 
I Online shopping takes less time to purchase Equal variances assumed 1.1~ .289 .186 270 .852 Equal variances not assumed .191 76.925 .849 
I 
Online shopping takes less time in evaluating and selecting a Equal variances assumed .637 A25 .334 270 .739 
product 
Equal variances not assumed .306 68.411 .761 
Online shopping does not waste time Equal variances assumed 1.567 .212 .280 270 .779 
I Equal variances not assumed -~1 78.129 .772 I can shop whenever I want Equal variances assu!N!d .553 .458 -.873 270 .383 
I 
Equal variances not assumed -.953 83.418 .343 
































Table 4. 39 
Group statistic berrveen age and time saving variable 
Time saving 
Table 4. 40 











Independent Sample T-Test between age and time saving variable 
Time saving Equal valiances assumed 
Equal variances not assumed 
Levene's Test for 






3.464 .064 -.140 270 .889 
-.155 85.285 ,877 
From the table 4.39 and table 4.40 above, the result shows that there is a difference of 
mean in age for time saving variable. The mean for the age of 26 to 30 years old 
(M=4.000) is higher than the mean for the age of 21 to 25 years old (M=3.986). ln table 
4.40, Levene's Test for Equality of Variances shows the significant value that are more 
than 0.05, it means that equal variances are assumed. 
The significant value (2-tailed) for the equal variance assumed are more than 0.05. 
It means that there is no statistically significant difference. It can be concluded that, the 
difference in mean for the age of 26 to 30 years old and the age of 21 to 25 years old 






















• Website design 
From the table 4.41 and table 4.42, the result shows that there is a difference in mean for 
each of the question related to website design for age 21 to 25 years old and 26 to 30 years 
old. The mean for the age of 26 to 30 years old is higher than the mean for the age of 21 
to 25 years old in every question. In table 4.42, Levene's Test for Equality of Variances 
shows the significant value for eacl1 of the question. The significant value for all of the 
question are more than 0.05, it means that all of this question assumed equal variances. 
The significant value (2-tailed) for all the equal va1iance assumed are more than 
0.10. It means that there is no statistically significant difference. It can be concluded t11at, 
although there is a difference in mean for each of the question related to website design 
for age 21 to 25 years old and 26 to 30 years old, but the mean difference is not statistically 
significant. 
Table 4. 41 
Group statistic between age and website design variable.for every question 
The start page leads me easily to the 
infonnation I need 
I like the layout of the website 
The website is user friendly 




















































Table 4. 42 
Independent Sample T-Test between age and website design variable.for eve,y question 
~Testfor 
Equality of Variances t-test for Equality of Means 
Sig. (2· 
F Sig. £f tailed) 
The start page leads me easily to the Information I Equal variances assumed .004 .947 -.588 270 .557 
need 
Equal variances not assumed ·.567 71.991 .572 
r like the layout of the website Equal variances assumed ,060 .806 -1.483 270 .139 
Equal variances not assumed -1.432 72.080 .156 
The website is user friendly Equal variances assumed .146 .702 -1.613 270 .108 
Equal variances not assumed ·1.559 72.150 .123 
The website provides me with quality of information Equal variances assumed .351 .554 -1.139 270 .256 
Equal variances not assumed -1.108 72.628 .272 
Table 4.43 and table 4.44 shows a combination of mean result from the website design 
variable question. 
Table 4. 43 
Group statistic between age and website design variable 
Website design 
































Table 4. 44 
Independent Sample T-Test between age and website design variable 
Levene's Test 
for Equality oft-test for Equality of 
Variances Means 
Website design Equal variances assumed 








-1.208 72.905 .23 1 
From the table 4.43 and table 4.44 above, the result shows that there is a difference of 
mean in age for website design variable. The mean for the age of 26 to 30 years old 
(M=4.005) is higher than the mean for the age of 2 I to 25 years old (M=3.880). In table 
4.44, Levene's Test for Equality of Variances shows the significant value that are more 
than 0.05, it means that equal variances are assumed. 
The significant value (2-tailed) for the equal variance assumed are more than 0.10. 
It means that there is no statistically significant difference. It can be concluded that, the 
difference in mean for the age of 26 to 30 years old and the age of 2 1 to 25 years old 
related to website design are not statistically significant. 
In conclusion, only the difference in mean for the age of 26 to 30 years old and the age of 
21 to 25 years old related to security are statistically significant. While the difference in 
mean for the age of 26 to 30 years old and the age of 21 to 25 years old related to time 






















to 30 years old and the age of2 l to 25 years old are more concern about security variables 
regarding online shopping spending compared to time saving and website design variable. 
4.7.3 Relationship between allowance and independent variables 
All the data regressed below is based on the allowance groups that have the majority 
allowance of the total respondents from the research conducted. The majority of the 
respondents (75%) come from the allowance group of RM0 to RM400 and RM401 to 
RM800. 
• Security 
From the table 4.45 and table 4.46, the result shows that there is a difference in mean for 
each of the question related to security for allowance of RMO to RM400 and RM40 I to 
RM800. The mean for allowance of RM40 I to RM800 are higher than the mean for 
allowance of RM0 to RM400 in every question. In table 4.46, Levene's Test for Equality 
of Variances shows the significant value for each of the question. The significant value 
for all the question are less than 0.01, it means that all of th.is question not assumed equal 
variances. 
The significant value (2-tailed) for all the equal variance not assumed are less than 
0.0 I. It means that there is statistically significant difference. It can be concluded that, the 
difference in mean for each of the question related to security for allowance of RM0 to 






















Table 4. 45 
Group statistic benveen allowance and security variable for eve1y question 
monthly allowance Std. 
in categories N Mean Deviation 
I feel secure giving out credit card 0-400 73 3.07 .855 
infonnation at the website 
401-800 167 3 .59 .642 
The website has adequate security features 0-400 73 3 .25 .9 10 
401-800 167 3.82 .563 
1 feel safe in my transactions with the 0-400 73 3.23 .936 
website 
401-800 167 3.81 .587 
I feel I can tmst the website 0-400 73 3. I 9 .908 
401-800 167 3.77 .588 
Table 4.46 
Independent Sample T-Test benveen allowance and security variable for eve1y question 
Levene's Test for 
Equality ofV arianc.es I-test for Equality of Means 
Sig. (2-
F Sig. df tailed) 
I f etl secllfe ~ving out credit card infonnation at the Equal variances assumed 9.060 .003 -5.178 238 .000 
website 
Equal variances not assumed -4.638 109.014 .000 
The website has adequate security fealures Equal variances assumed 57.384 .000 -5.957 238 .000 
Equal \<arianct.s not assumed -4.988 96.956 .000 
I feel safe in my transactions with the website Equal vwnce.s assumed 53109 .000 -5.830 238 .000 
Equal variances not assumed -4.904 97.670 .000 
I feel I can trust the. website Equal variances assumed 36.972 000 -5.911 238 .000 






















Table 4.47 and table 4.48 shows a combination of mean result from the security variable 
question. 
Table 4. 47 
Group statistic betrveen allowance and security variable 
monthly 
allowance in 
categories N Mean Std. Deviation 
Security 0-400 73 3.1849 .85597 
401 -800 167 3.7485 .54365 
Table 4. 48 
Independent Sample T-Test beh-veen allowance and security variable 
Levene's Test for 
















t df tailed) 
-6.14 I 238 .000 
-5. 187 98.304 .000 
From the table 4.47 and table 4.48 above, the result shows that there is a difference of 
mean in allowance for security variable. The mean for the allowance RM40 I to RM800 
(M=3.749) is higher than the mean for the allowance RMO to RM400 (M=3. l 85). In table 
4.48, Levene's Test for Equality of Variances shows the significant value that are less than 






















The significant vc1lue (2-tailed) for the equal variance assumed are less than 0.0 I. 
It means that there is statistically significant difference. It can be concluded that, the 
difference in mean for the allowance RM401 to RM800 and the RM0 to RM400 related 
to security are statistically significant. 
• Time saving 
From the table 4.49 and table 4.50, the result shows that there is a difference in mean for 
each of the question related to time saving for allowance of RM0 to RM400 and RM401 
to RM 800. The mean for allowance of RM40 I to RM800 are higher than the mean for 
allowance of RM0 to RM400 in every question. In table 4.50, Levene's Test for Equality 
of Variances shows the significant value for each of the question. The significant value 
for all the question are less than 0.01, it means that all of this question not assumed equal 
variances. 
The significant value (2-tailed) for all the equal variance not assumed are less than 
0.01. It means that there is statistically significant difference. It can be concluded that, the 
difference in mean for each of the question related to time saving for allowance of RM0 






















Table 4. 49 
Group statistic between allowance and time saving variable for eve,y question 
monthly 
allowance in 
categories N Mean 
Shopping over the internet would allow me 0-400 73 3.75 
to do shopping more quickly 
401-800 167 4. 19 
Online shopping takes less time to 0-400 73 3.75 
purchase 
40 1-800 167 4.14 
Online shopping takes less time in 0-400 
evaluating and selecting a product 
73 3.41 
401-800 167 3.89 
Online shopping does not waste time 0-400 73 3.71 
401-800 167 4. 15 
I can shop whenever I want 0-400 73 3.7 1 


































Table 4. 50 
Independent Sample T-Test between allowance and time saving variable for eve,y 
question 
~1·ene's Tesi for 
Equality of Variances !-lest for Equality ofMeJIIS 
Sig. (2· 
F Sig. df tliJed) 
Shopping over the internet would zllow me to do Equal varianctS assumed 16.898 .000 .4.5o4 238 000 
shopping more quickly 
Equal 1mces no! assume.! .3.955 102.650 .000 
Online shopping takes less tim.e to purchase Equal variances assumed 13.785 .000 -3.916 238 .000 
Equal variances not assumed -3.478 107.335 .001 
Online shopping takes less time in eraluating and Equal vari.ances assumed 10.171 .002 -4.683 238 .000 
selecting a product 
Equal 1-ariances not assumed -4.426 121110 000 
Online shoppmg does not waste time Equal variances assumed 16.826 .000 -4.540 238 .000 
Equal 1mces not a5SU!lled -4.009 106.168 .000 
1 can shop whenever 1 want Equal variances assumed 21.000 .000 -4.768 238 .000 
Equal variances not assumed -4.132 102.698 .000 
Table 4.51 and table 4.52 shows a combination of mean result from the time saving 
variable question. 
Table 4. 51 
Group statistic between allowance and time saving variable 
Time saving 



































Table 4. 52 
independent Sample I-Test beMeen allowance and time saving variable 
Time saving Equal variances assumed 
Equal variances not assumed 











-4.883 238 .000 
-4.259 103.864 .000 
From the table 4.51 and table 4.52 above, the result shows that there is a difference of 
mean in allowance for time saving variable. The mean for the allowance RM401 to 
RM800 (M=4.108) is higher than the mean for the allowance RM0 to RM400 (M=3.669). 
In table 4.52, Levene's Test for Equality of Variances shows the significant value that are 
less than 0.0 I , it means that equal variances are not asswned. 
The significant value (2-tailed) for the equal variance not assumed are Jess than 
0.0 I. It means that there is statistically significant difference. It can be concluded that, the 
difference in mean for the allowance RM401 to RM800 and the RM0 to RM400 related 
to time saving are statistically significant. 
• Website design 
From the table 4.53 and table 4.54, the result shows that there is a difference in mean for 
each of the question related to website design for allowance of RM0 to RM400 and 






















for allowance of RMO to RM400 in every question. In table 4.54, Levene's Test for 
Equality of Variances shows the significant value for each of the question. The significant 
value for all the question are less than 0.0 I, it means that al I of this question not assumed 
equal variances. 
The significant value (2-tailed) for all the equal variance not assumed are less than 
0.0 I. It means that there is statistically significant difference. It can be concluded that, the 
difference in mean for each of the question related to website design for allowance of 
RMO to RM400 and RM401 to RM800 are statistically significant. 
Table 4. 53 
Group statistic between a/l0v11ance and website design variable for evety question 
monthly 
allowance in Std. 
categories N Mean Deviation 
The start page leads me easily to the 0-400 73 3.67 .746 
infonnation l need 
401-800 167 3.99 .581 
I like the layout of the website 0-400 73 3.66 .749 
401-800 167 3.99 .581 
The website is user friendly 0-400 73 3.63 .736 
401-800 167 3.99 .586 
The website provides me with quality of 0-400 73 3.62 .775 
infonnation 






















Table 4. 54 
Independent Sample T-Test beflveen allowance and website design variable for every 
question 
uvene's Test for 
Equality of Variances t-test for Equality of Means 
Sig (2-
f Sig. df tailed) 
The start page. leids me easil)' to the inf onnation I Equal rari.ances assume<l 17.435 .000 -3.553 238 .000 
need 
E<jual ,rarimces not assumed -3.225 111.749 .002 
I like the layout of the website Equal varunces assumed 18.875 .000 -3.701 238 .000 
Equal ,·ariances not assumed .3.353 lll.42] .001 
The website is user friendly Equal variances assumed 18.854 .000 -4.083 238 000 
Equal rarianm not assumed -3.737 113.627 .000 
The website provides me with quality of infonnationEqual l'ariances assumed 20.632 .000 -3.976 238 .000 
Equal 11ariances not assumed -3.592 110.799 .000 
Table 4.55 and table 4.56 shows a combination of mean result from the website design 
variable question. 
Table 4. 55 
Group statistic between allowance and website design variable 
monthly allowance in Std. 
categories N Mean Deviation 
Website design 0-400 73 3.6438 .73588 






















Table 4 . 56 
Independent Sample T-Test between allowance and website design variable 
Levene's Test 
for Equality of t-test for Equality of 
Variances Means 
Sig. (2-
F Sig. df tailed) 
Website design Equal variances assumed 18.361 .000 -3.925 238 .000 
Equal variances not assumed -3.557 11 1.427 .001 
From the table 4.55 and table 4.56 above, the result shows that there is a difference of 
mean in allowance for website design variable. The mean for the allowance of RM40 I to 
RM800 (M=3.988) is higher than the mean for the allowance RMO to RM400 (M=3.644). 
In table 4.56, Levene's Test for Equality of Variances shows the significant value that are 
less than 0.0 I, it means that equal variances are not assumed. 
The significant value (2-tailed) for the equal variance not assumed are less than 
0.01. It means that there is statistically significant difference. It can be concluded that, tJ1e 
difference in mean for the allowance RM40 I to RM800 and the RMO to RM400 related 
to website design are statistically significant. 
In conclusion, the difference in mean for the allowance of RM401 to RM800 and RMO 
to RM400 related to securi ty, time saving and website design are statistically significant. 






















concern about security, time saving and website design variables regarding online 
shopping spending. 
4.7.4 Relationship between demographic profiles and consumer spending towards 
online shopping 
H 1-a: There is positive significant relationship between gender and consumer spending 
towards online shopping. 
Table 4. 57 
Group statistic between gender and consumer ~pending variable 
Gender N 
Consumer spending male 
female 179 








Independent Sample Test between gender and consumer spending variable 
Consumer Equal variances 
spending assumed 
Equal vanances not 
assumed 
Levene's Test for 
Equality of 
Variances t-test for Equality of Means 
Sig. (2-
F Sig. t df tailed) 
1.039 .309 -3 .182 277 .002 






















An independent samples t-test was conducted to examine gender difference in consumer 
spending on online shopping. Levene's Test for Equality of Variances showed no 
violations, p=0.309. Results indicate that female (M=3 .516) make online purchase more 
than male (M=3.273). Levene's Test for Equality of Variances for equal variances 
assumed also showed significant 2-tailed= 0.002 and it is less than 0.01. It can be 
concluded that the mean difference in consumer spending among gender is statistically 
significant. Hence, HI-a was accepted. This showed that the gender of the respondents 
have effect on consumers' spending through online shopping. 
H 1-b: There is positive significant relationship between age and consumer spending 






















Table 4. 59 
Gro11p statistic benveen age and consumer spending variable 
age in categories N Mean Std. Deviation 
Consumer spending 







Independent Sample Test between age and consumer spending variable 
Consumer spending Equal variances assumed 
Equal variances not assumed 
Levene's Test 
for Equality of t-test for Equality of 
Variances Means 
Sig. (2-
F Sig. df tailed) 
.424 .515 -2.206 270 .028 
-2.225 75.535 .029 
An independent samples I-test was conducted to examine age difference in consumer 
spending on online shopping. Levene's Test for Equality of Vaiiances showed no 
violations, p=0.5 15. Results indicate that respondents from the age of 26 years old to 30 
years old (M=3 .588) make online purchase more than respondents from the age of 21 
years old to 25 years old (M=3 .3 77). Jt means that respondents who are older tend to make 
online purchase more than respondents who are younger. Levene's Test for Equality of 
Variances for equal variances assumed a lso showed significant 2-tailed= 0.028 and it is 
less than 0.05. It can be concluded that the mean difference in consumer spending among 
age is statistically significant. Hence, Hl -b was accepted. This showed that the age of the 






















Hl-c: There is positive signjficant relationship between allowance and consumer spending 
towards online shopping. 
Table 4. 61 
Group statistic between monthly allowance and consumer spending variable 
monthly allowance 
in catego1ies N Mean Std. Deviation 








Table 4. 62 




Equal variances assumed 
Equal variances not 
assumed 




F Sig. df tailed) 
1.625 .204 -6.346 238 .000 
-6.030 122.614 .000 
An independent samples t-test was conducted to examine allowance difference in 
consumer spending on online shopping. Levene's Test for Equality of Variances showed 
no violations, p=0.204. Results indicate that respondents who have monthly allowance of 
RM40 J to RM 800 (M=3.53 I ) make online purchase more than respondents who have 






















high allowance tend to make online purchase more than respondents who have low 
allowance. Levene's Test for Equality of Variances for equal variances assumed also 
showed significant 2-tailed= 0.000 and it is less than 0.0 I. It can be concluded that the 
mean difference in consumer spending among allowance is statistically significant. Hence, 
H 1-c was accepted. This showed that the allowance of the respondents have effect on 
consumers' spending tlu·ough online shopping. 
4.8 Multiple Regression Analysis 
Table 4.63 
Model summary 
Model R R Square Adjusted R Square 
.417 .410 
a. Predictors: (Constant), security, time saving, website design 
Table 4.64 
Regression analysis - ANOVA0 
Model Sum of Squares df Mean Square 
Regression 44.583 3 14.861 
Residual 62.424 276 .227 
Total 107.007 279 
a. Dependent Variable: consumer spending 
b. Predictors: (Constant), security, time saving, website design 



























Regression analysis - coefficient 
Unstandardized Standardized 
Coefficients Coefficients Collinearity Statistics 
Model B Std. Error Beta Sig. Tolerance VIF 
(Constant) .820 .197 4 .172 .000 
Security .325 .058 .358 5.614 .000 .522 1.9 15 
Time saving .130 .059 .139 2.213 .028 .540 1.852 
Website design .234 .061 .243 3.848 .000 .532 1.880 
a. Dependent Variable: consumer spending 
The result of multiple regression analysis was shown in three of the table above. The value 
of Tolerance ranges from 0.522, 0532 to 0.540, which were all larger than 0.10, and the 
VIF ranges from 1.852, 1.880 to 1.915, which are all less than 5 (Hair et. al. ,2006). 
Therefore, it can be indicated that the problem of multicollinearity does not exist among 
the three independent variables . 
The p values of all the three independent variables are less than 0.05. Therefore, 
the research concludes that all the three independent variables are positively related to 
consumer spending. All the hypoth eses proposed previously are supported. The following 
multiple regression equation was fonned: 
Consumer spending = 0.820 + 0.325 (security) + 0. 130 (time saving) + 0.234 (website 
design) 
In addition, the data of Standardized Coefficients explains the intensity among 
variables. Variables are ranked as following based on intensity: security (0.358), website 






















relatively powerful independent variable in influencing consumer spending towards 
online shopping. The study concluded that the change of consumer spending can be 























DISCUSSION AND CONCLUSION 
5.1 Introduction 
This chapter contains the discussion and conclusion of the findings, implication and 
recommendations for further studies. This section of the study concludes the research 
findings as can-ied out. 
5.2 Discussion and Conclusion 
This study is to identify the factors influencing online shopping spending among UUM 
students. This study also investigated whether demographic profile (age, gender and 
allowance), security, time saving and website design influence online shopping spending. 
Overall, the result of this study indicated that all variables have a significant and positive 
relationship with consumer spending. The findings of this study are supported by previous 
studies and few comparisons are being made. There are some similarities and differences 
in the outcome of the studies when compared with the previous studies. This study 
showed that there are correlation, positive and significant relationship between gender, 
age and allowance with consumer spending towards online shopping. 
Gender as a factor that influences consumer spending has been shown from the 
result as female are more likely to make the purchase online than the male. The finding 
was inconsistent with Rodgers and Harris (2003, cited in Hasan, 2010) that men are more 
familiar with online shopping and make online purchases. Men are more familiar with 






















female has becoming more technology savvy hence making them more prone to shop 
online. 
Second factor to be discussed is the age group that influences the online spending. 
There is a higher tendency for the older age group to make more online purchased 
compared to the younger age group. This finding was inconsistent with Monsuwe, et al., 
(2004) that young adult generation have more options with respect to other generations 
and they are more conscious, give their decision by themselves, they choose what they 
prefer easily. Younger individuals usually have interest in using new technologies to 
search for information and evaluate alternatives. Internet is perceived as a risky 
environment by older individuals since older people have less knowledge about the 
Internet and new technology and they also insist to try the products before purchasing. 
Even with the interest and flexibility that the younger generation have to make online 
purchase this has been limited by the income that they have as compared to the older 
generation who have more stability in income. Hence, they will spend more on onJiue 
shopping as compared to the younger generation. For the allowance, respondents who 
have higher allowance spend more on online shopping compared to respondents who have 
lower allowance. Similar findings were also made by Hernandez, et al, (2011 ), that 
individuals with lower income tend to approach online shopping activity more cautious 
and find this medium as a riskier place since their tolerance for financial loses are lower 






















Beside the demographic profiles (age, gender, allowance) other factors that 
contribute to online spending include security, time saving and website design variables. 
These factors were found to be significant and have a positive relationship with consumer 
spending. Security (r = 0.358) is relatively the most powerful independent variable in 
influencing consumer spending towards online shopping. This finding was consistent with 
Nuseir et al., (2010), who made a conclusion that security (r = 0.3 16) are the most 
influential factors on consumer purchase decision through internet. A similar case was 
proven by Tariq & Eddaoudi (2009) who made a conclusion that there is a significant 
positive relationship between security and the desire to purchase online. Security is 
considered as an element that individuals can control, as they are the ones who make the 
choice of the company from which they will buy. That is why the more people believe the 
Moroccan companies will provide and follow the secmity standards that will prevent them 
from piracy, the more positive intentions they will have toward buying onJine. Plus the 
respondents have shown a tendency to buy less as their perception o f security importance 
increases. 
Time saving was found to be significant and positive relationship with consumer 
spending. This finding was consistent with Jadhav & Khanna (20 I 6) who made a 
conclusion that one of the main influencing factors for onJine shopping was time 
consciousness in terms of saves time, requires less time, 24 hours accessibility and 
anytime shopping. Similar findings were made by Rohm and Swaminathan (2004). The 
fast pace life and the convenience of the online shopping have increased the demand of 






















Website design was found to be significant and have a positive relationship with 
consumer spending. This finding was consistent with Li & Zhang (2002) who made a 
conclusion that website quality had demonstrated to significantly influence consumers' 
online shopping attitudes and behaviour. Thus, better website quality can guide the 
consumers to complete transactions smoothly and attract them to revisit shopping 
websites. However, the findings were incompatible with conclusions made by Delafrooz 
et al. (20 I 0) in a study of undergraduates' on line shopping decisions which ind icated that 
there was an insignificant association between website homepage design and attitude 
toward onJine shopping. A s imilar case was proven by Bauer, Reichardt, Barnes, & 
Neumann, (2005) who observed that website design does not have a significant 
relationship with online purchasing decision. 
5.3 Implication 
The results and outcomes of this study could be significant and helpful to the e-retailers, 
online consumers and other researcher in e-commerce. E-retailers would benefi t 
impressively by understanding the most important factors to online consumer purchasing 
decisions and develop strategies to serve the online consumers' needs. They could better 
advertise and market their products by targeting the right group hence providing better 
products and quali ties for the consumers. This will benefit both the parties. 
Online consumer would benefit by receiving better products and services as they 
can express their opinions in the survey to influence e-retai lers' strategies. Other 
researchers would be benefit by having better understanding or duplicating this research 






















This study might contribute not only to a better understanding on what and how strongly 
the factors are involved in online consumer purchasing decisions but also this study 
provides e-retai ler' s standpoint such the effectively management and recommendations. 
However, e-retailers should keep in mind that consumer behaviour might change in time 
to time especially in online market so the e-retailer should investigate the consumer 
behaviour in time to time and adapt the products and services to meet the customer 
requirements. 
5.4 Recommendation 
The study recommends that various risk reducing strategies should be developed by online 
retailers. Campaigns shou ld <1lso be done to educate consumers on online shopping to 
attract more shoppers. This is because consumers are more likely to make online purchases 
if they feel their security and privacy provided by online vendors are adequate. In addition, 
online retailers should put mechanisms in place to guarantee the quality of their 
merchandise and create avenues of settling disputes while making exchanges of products. 
Also, safe and reliable courier services should be used to ensure that products ordered 
online are received by the customers on time because time consciousness is very important 
factor in online purchasing. 
Another recommendation is that online vendors should not only focus on offering 
low prices, but they need to broader the selection of products, convenience and other 
advantages associated with online purchasing. This is because other concerns negate these 
advantages, security and privacy concerns of online shopping. This is particularly 
important for consumers who have not made online purchases who showed no correlation 






















examine variant groups of online consumers in other contexts, for example employees of 
various institutions in the counties. Further research can also incorporate additional factors 
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Qu.estiomaaire on f.ictors iDJJueaciag ooliae shopping spe■ding among UUM stadmts 
Soal slllidik. mengenai faktor-faldor }'tmg matpengtz11lld pm,elanjaan 11W111beli-belah dalmn 
talian di kalmtgan JMlajar UUM 
I am a postgraduate student undmmug a MaSM of Economics at University Utara Malaysia 
(UUM). & part of my comse work, I am coodocting a study of factop influencing llllline 
shopping spending among UUM stodmts. I would appreciate if you could take some time to 
answer tbe smvey questi<m, it will take approximately 10 mimtes to complete. The 
information collected is strictly oonfideotial aud for academic pmposes ooly. Thank you for 
agreeing to take part in this survey, I reallJ appreci2te your help. 
Saya seomng pelajar pascastswazah yang mengambU ljazah Sarjana Eltonomi di Unlwrsiti 
Utara Malaym (UUM). Sebagai sebalragian darlpada .brrsw-saya, S")'l'l sflfitmg nMnjalanlran 
kajian tmiangfalr:tor-fo)ctor ~ 111t119fJH111g,,n,bi p.-btuanjaan membBli-belal, dalmn talion di 
kalangan p«lajar UUM. ~ mmgltargai jiia anda bol.elt ,m,wangkan MOSa untuk mlllfjawab 
soalan...soalan tinjauan, ia akan mmgambil lriru-kim IO minit untuk disiaplam. Maklwnat yang 
tb1cumpul adalah suJit dan MN)IQ untuk tllj111111 alradmrik sahaja. T t1rim11 hm1l .brnina bersetujrt 
ll11lui mmgambil ba/tagian dalmn tinjauan mi, saya sangat rnengltargai bantuan anda. 
Section A:. Gmelal Tnfmmatim 
Bahagtan A: MaJdumat Ullfllm 
1. Geodell.Tantina 
[ ] Ma161Lela.a 
[ ] FamWPerempuan 
2Ar#Uimu __ _ 
3. Level of edocatim/Tahlq, pmdidfkan 
[ ] Bachel«' s Degree/ ljtmVJ Sarjana JJJlda 
[ ] ~•s Degree/ ljazah Sarjana 
[ ] Pbd'sDegree/ Doktorfalsafah 
5. College/ Kolej 
[ ]CX>B 
[ ]CAS 
[ ] COLGIS 
6. Natiomlity/ Kewargenegaraan 
[ ] Mala)~.Malaysia 























[ ] Malayl.Melayu 
[ ] Chinese/Cina 
[ ] Indian.rind;o 
[ ] Other/ Lain-lain : __ _ 
8_ Momhly allO'wance (PTPTN/Scholarsbip) per semester 
Elaun bulanan (PTPTN!Scholarship) setiap semester RM _ _ _ 
Sedion B: Online shopping experiences 
Bahagtan B:Pengo/aman membeli belah otru talion 
9. Have you n'er purchased any product/savices online? 
.Aiiokah onda pemoh membeli produldkhidmot secara atas talian? 
[ ] Ycs!Ya -If~, please answer question 10-171.Jikaya, silajawab soalan 10-17 
[ ] NolTtdak •rr no, please answer section C oolyi.Jika tidok, silajawab bohagian C sahaja 
10. How often do you shop oul~?IBerapa kerap anda membell di atas tallan? 
[ ] Frequently (once a week)lKerop (sekali seminggu) 
[ ] Regularly (at least once a month)/Kimrng urap (sekurangnya sd>ulan sekali) 
[ ] Occasionally (once in 2-4 montbsYKadang-todang (sekall dalam 2-4 bu/an) 
[ ] Rarely ( once in a yr2t)1Jarang sekali (setahun sekoll) 
11. How many hoUls per day do you surf the internet? 
Berapa Jam sehari anda melayari internet? __ _ 
12. How omch do you spend on on1ine sboppiog ptt month? 
Buropa banyak yang anda be/m1iokan di alas talion dalam sebulan? RM __ _ 
13. Select o.nline shopping websites which you have used You can choose more than one 
Pllih kmum web membeli-belah alas talian yang pemah anda gunakan. Anda bole/, 
mmrillh lebih daripada satu 
[ ] Lazada [ ] Carouscll 
[ J lls1rcc:t [ ] e-bay 
























\\i"hy do yoa pimr ODliDe shoppmg iD terms of the secm:i1y, time sa'l-ing, l\'ebsi.11es dl!sigp ad 
coasmner spemd:ing. (Please tici at approprtJte places} 
lmtgapal:ak tmda mrmiUk amwJ: Nmf»li ~lah dia arm talian dari ugi l:llulamtntm. 
]Klljimman ma.:-a. mta Ml'lll.k lamm'l w~ dan Pfll'Nimuaan ~na. (Si:0 tandabzn di 
1'1fl]Xl'tyartg .:-~r.•ai) 
~ ~ llelJhJ .Apee 
14.S«uity.rEnelal!laJP ~ ndm\- .>.wrnri Sa;ll 
Sa,izlrt squ 
ridai --.,j,, 
ll) I feel seaire ~ oat credit cad illfom:atiw u me ' 
webiitel .Sa,ra btrasa ;#Jamar llflllf~ nra.tilllSal 
Wkntlitdilama1tlrfb 
b) The 11.'ebs:ile b1S adeqiute !lfcmi~· tunns,'lea1! 
1111'.; AU • . -, • cm QSl/mntuD.1'1 l- .111f11ntnmi 
c} I feel slfe m my UJl1151Ctio!u with tbe website,'.S'a;);, 
.11'1,(ffasa u 1'affllar daa rranst:bi s~ dmgan Ja:tilOJJ 
no 
IS) I feel I cari trait Che websitt,'S~ r.ua SQJ\2' i>o-!IJI 




=· :r ~ ~ I~ U. Tilne ~Pmji,,I_,, 11..w NtlJi1nd Seirll apee ~ SCiU ~ 
adoi mju 
r«lll1.I 
ll) Sw,Pping OiW cbe U!lUlltl 1"0ll]d alJor.· me to do 
s.1ulppillg DIOR qaickl,·,'llnfb,~io.k Ji ilnmn am 
1.lflfJtbo-J#hkan ;am fMrblia,,..io. dfflr{JJI Wth ,~ 
b) Omlime sboppiDg ukes less Cia 10 
p!llci!.He'.ik.wblli-«kl',li do.in &aiiml mf.11!a!liJ 
rfii.kir .lll#sa IDll'Alk mn1ti,ii 
c) Online slioppmgutes lessti111u1enhutillg ind 
sel«ting a pniau.ctlll,awii~bfia,li tWo.m ralim.i 
lflft!4111biJ IUSa Y'fflt Mfmf daioat .,,,,,,_;w dOJt 
llNl!Wiil r,roilsk 
d) Onillle sboppiDg doe. 1111t -n,w -.IJlf!llb,/i-
bmh dam 11:ii.tm ridak mm!mmi~ IIW4 
e) I CJ11 shop nennw I nnt/ Sq1J !JoJ#,li 'IIIIJlllM/i-
Hlah b5a•oilt: IIIICQ )lfflf' S4U'a 11112.iu 
~ r:r J\IIIDI AP! :>1l1llglf H. Website usip.1 J,t., Nltlal bo "'' di5agnt NaamJ s.tu lglle 




a) The sun page leads me easily 10 Ile infmmalion I 
1teedl Hanan p,_TltlJllaan IINlllm\1 SD.)'a d,ngllJI 
JIWdaJt lnada ,,iakJJmlat mM' s1m:1 N7llliml 
1') I lib cbe llyoat of Che website/ Soya s.ll'ka .nmm 
ar.la1.llaltwb 
~)The~ is user m.diy,' L:liurllri oo lffmr 
r 
Ii) The webs:ile provides me nhquliryof 
iruoan,arior/ 'Ltt'Mlt '!IYb mi..,_,_ .soya 



























a) I spend a lot of mooe}' mopping oolinr/Sa}n 
menvhaMskan bmn,,,k "Kmrv .. ·a dalam tab·ari. 
b) My choice to pmd>ase ooline wa~ a wise 
ODdPib1um sayu W1tuk m11mbw belah di ata.r talian 
adalah buak 
c) I am satisfied with my recent purchased ouline/Saya 
bmpuas lta5 dengan pgmbelian atas talia11 SQ)n l,tuu-
barouu 
Section C: Reason for not buying online (Only for rcspondcut who ans\l,'rl" No for question 9) 
Section C: Sebab tidak membeli be/ah di ata5 talian (Hanya 1mtuk re.sponde,1 yang menjawb 
lldak bagl soalan 9) 
18. Rnwo!S#bab ~ ~ 
J\aUal ~ 
~ s«uju = SltlefU setrtiu 
a) I prda- to touch aod feel !be podoct at 
the shop bc£o« blJying it.'Saya kbih .nlhi mmyentuh 
dan menua vrodulc di k«lai ssbebon membeli 
b) I am woaied about giving out my aedit card l!lllDber 
wbenmalcingonlinepocchasesfSaya bimbang unhlk 
memberikan n0'1lbor kad tredil saya apablla melabkan 
ntmtbelian di atas talian 
c) I do !Jot like providing pa$OOll1 infonnatian fm online 
purchases/Soya ttdak SIik.a membo'tkan maklumat 
PBribadi untuk r,emlHtlian alas talusn 
d) I find the process of ooline shopping is complex/ Saya 
datxtti r,roses 1rWmbeli-belah daJmn ta/Jan adalah .rui:zJr 
e) I do not know how to lll2IR mdme ~-Saya 
tidak tahu ba~fmcma 1'1Blola,kan voibalian atas talion 
f) I do not feel safe making online pon:bases/Saya raw 
fidak S6Ul1rlat m6lakukan 'lNllnbeliOII a/tJS talia1J 
:StrongJy 
agree 
Sangat 
setJlju 
Smmgl}· 
apt 
Sangat 
~ 
97 
